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With China's sustained and rapid economic development, the automobile 
industry has become an important pillar of our national economy, while car 
marketing has also become an important component of the marketing. The research 
on marketing strategy of car sales has a practical significance on the brand 
development and the industry development. Now, increasingly competitive market 
environment is demanding of more than a good product and a good system to 
manage the pre-term, mid-term, and post-term of the marketing. This article is a 
full range of marketing strategy research on Zhengzhou Nissan MPV.  
Based on the Zhengzhou Nissan MPV's internal and external environment, 
and in support of marketing theory, this article collected the first-hand information 
after a lot of market survey. With the methods of combination of quantitative and 
qualitative, the author conducted the analysis and research of Zhengzhou Nissan 
MPV products. And we have learned the strengths, weaknesses, opportunities, and 
threats of Zhengzhou Nissan MPV with SWOT analysis method, and find out the 
shortcomings of the marketing model of the past. Combined with the market 
survey, this article gives a market position for the Zhengzhou Nissan MPV 
products. 
This paper focuses on the development of Zhengzhou Nissan MPV 
marketing strategy. In the marketing strategy, the author put forward to consider 
the overall situation of the MPV market, in accordance with existing domestic 
MPV segment market at different levels of the needs of target customers, and 
determine the three of Zhengzhou Nissan MPV of complementary market position; 
in pricing strategy, the competition-oriented pricing is mainly recommendable, and 
the cost-plus method is to take into consideration. In addition, strengthen the sales 
channel management. The important measure is to introduce Nissan's advanced 
NSSW (Nissan Sales and Service Way) management system. 
Finally, the author put forward the recommendations for the implementation 
of marketing strategy, in which the key points are the adjustment of organize 
structure and the management and control of the marketing process. 
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前  言 
一、论文的研究背景及意义 
自从中国加入 WTO，对汽车及其相关产业的逐步开放，中国汽车产业在近几年得
到了快速的发展，根据国家公安部网站数据，截止到 2008 年 6 月底，全国机动车保有量
为 16571.33 万辆。其中，汽车 6122.18 万辆，摩托车 8886.64 万辆，挂车 9.06 万辆，
上道路行驶的拖拉机 1463.38 万辆，其他机动车 2.08 万辆。中汽协的统计显示，2007
年中国汽车产量为 888．24 万辆，汽车销量 879．15 万辆。汽车销量比 2003 年的 439 万











此 MPV 车型的营销策略也就和轿车有一定的区别。 
郑州日产汽车有限公司(以下简称郑州日产)，在 1993 年 3 月，由中国中信集团公
司、日本日产汽车公司等合资组建，主要是生产 D22 皮卡和 PALADIN 越野车型；郑州日
产在 2007 年 9 月推出首款 MPV 车型御轩（英文名字为 YUMSUN），进入 MPV 市场，并计
划在 2009 年及 2010 年再推出两款 MPV 车型，依靠这三个 MPV 产品，在国产 MPV 占据一
定的市场份额。 
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二、论文研究内容及方法 
本课题通过对营销理论的研究及 MPV 营销环境的分析，找出郑州日产现有 MPV 产
品御轩往自上市以来营销策略存在的不足点，然后对御轩产品所进入的细分市场进行深
入研究，同时考虑郑州日产另外两款即将上市的 MPV 的整体定位，御轩的市场定位进行
调整，制定郑州日产 MPV 营销策略。 
对营销理论的研究主要是 4PS 理论的研究；对 MPV 营销环境的研究主要体现在如
下几个方面：外部环境分析，内部环境分析；对以往营销方式的不足之处的研究主要是
价格和网络以及促销策略的现状及存在的问题；在产品定位之前，笔者进行了大量的市
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第一章  相关理论综述 
















合②。这主要包括 4P 理论、4C 理论、4R 理论： 
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进入 21 世纪，舒尔茨教授又提出了营销新理论一 4RS，即关联 Relate、












第二节  STP 理论 
市场细分（Market Segmentation）的概念是美国营销学家温德尔·史密
斯(Wended Smith) 在 1956 年 早提出的，此后，美国营销学家菲利浦·科
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